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Penelitian ini bertujuan untuk mengetahui pengaruh yang signifikan untuk 
money avilable, shopping enjoyment, in-store browsing, felt urge to buy 
impulsively terhadap impulse buying pada perusahaan Carrefour di 
Surabaya.  
Teknik pengambilan sampel yang digunakan dalam penelitian ini adalah 
purposive sampling. Responden dalam penelitian ini adalah konsumen yang 
berbelanja di carrefour  minimal 4 kali dalam jangka waktu 3 bulan dengan 
asumsi tidak hanya berbelanja kebutuhan sehari-hari dan berusia minimal 
18 tahun karena pada usia tersebut kosumen dianggap dewasa dan dapat 
mengambil keputusan. Teknik analisis yang digunakan dalam penelitian ini 
adalah Structural Equation Model (SEM) dengan software AMOS versi 18. 
Hasil penelitian ini menunjukkan bahwa money available berpengaruh 
positif terhadap impulse buying, shopping Enjoyment berpengaruh positif 
terhadap in-store browsing, in-store browsing berpengaruh positif terhadap 
felt urge to buy impulsively, felt urge to buy impulsively berpengaruh positif 
terhadap impulse buying, shopping enjoyment berpengaruh positif terhadap 
impulse buying pada Carrefour di Surabaya. 
Kata Kunci: Impulse Buying, Shopping Enjoyment, Money Available, 



















FACTORS AFFECTING IMPULSE BUYING 
 
ABSTRACT 
This study aims to determine the effect of service quality on customer 
satisfaction, the effect of money available, shopping enjoyment , in store 
browsing , felt urge to buying of impulsively on impulse buying at 
Carrefour in Surabaya. 
The sampling technique used in this study is a purposive sampling. The 
respondent in this research is consumers who shop at Carrefour at least 4 
times in a period of 3 months assuming not shopping just for everyday 
needs and aged at least 18 years old because consumer considered adult and 
can make decisions. The analysis technique in this study is Structural 
Equation Model (SEM) with software AMOS version 18. 
This study finds that money available have positive impact toward impulse 
buying, shopping enjoyment have positive impact toward in-store browsing, 
in-store browsing have positive impact toward felt urge to buy impulsively, 
felt urge to buy impulsively have positive impact toward impulse buying, 
shopping enjoyment have positive impact toward impulse buying at 
Carrefour in Surabaya. 
Keyword :Impulse Buying, Shopping Enjoyment, Money Available, In-
Store Browsing, Felt Urge To Buy Impulsively. 
 
 
 
 
 
 
 
 
 
 
 
